
THE DRY TEXT CO. · BRAND KIT READ ME

THE DRY TEXT CO.

The brand kit.
A content, marketing, advertising, branding and website agency from Ahmedabad.

Six documents and a folder of files.

Everything here is taken from the website as built, not from a moodboard. If the site and this

kit ever disagree, the site is wrong and should be corrected to match, or this kit should be

reissued. Nothing else is a source of truth.

The idea underneath all of it is a red pen on paper. The brand is a draft being edited in public:

the black layer says what is true, the red layer says what we think about it. Every piece of design

here is either paper, ink, or a mark made on top.

THEDRYTEXTCO.IN READ ME

the jokes are in the red. the meaning is in the black.
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WHAT’S IN THE FOLDER

Six documents, five folders.
FILE WHAT IT HOLDS

01 Logo The caret mark: what it is, how to place it, what not to do.

02 Wordmark The two versions of the name, and when each one is used.

03 Colour Every colour on the site, with its job.

04 Type Four typefaces, the weights, and the size scale.

05 Voice How the writing sounds, and the words we never use.

06 Interface and motion Layout, components, movement, Dry mode, accessibility.

Assets/Logo The mark as SVG and PNG, on paper, on ink, on red, and on its own.

Assets/Wordmark Both wordmarks as SVG (real outlines), PDF and transparent PNG.

Assets/Colour tokens.css and tokens.json, ready to paste into a project.

Assets/Fonts The four typefaces, with their open licences.

Assets/Cursors The pencil, eraser and pen cursors as SVG.

Fonts. All four typefaces are open licence (SIL Open Font License). The licence text sits next to the files: keep it with them if you pass them on. They can be installed on any

machine, used in print, and embedded in PDFs at no cost.
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01 · THE MARK

A proofreader’s caret.
The logo is a single editing mark: red on paper, drawn in one movement.

What it is. The caret is the mark an editor makes under a line to say

“something goes in here”. It is the oldest instruction in editing, and it

is the whole business in one stroke: we are the people who write what

goes in the gap.

How it is drawn. One stroke on a 32×32 grid, from (8, 23) to (16, 9) to

(24, 23), 4.2 units thick, round cap and round join. The tile is a 32×32

square with a 7-unit corner radius.

It is never a letter. Not an A, not a lambda, not a roof. If someone

reads it as a letter, the stroke is too thin or the corners are too round.

THEDRYTEXTCO.IN 01 LOGO

one stroke. one job.
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01 · VERSIONS

Four versions, and that is all.

RED ON PAPER · DEFAULT PAPER ON INK · DARK

BACKGROUNDS

PAPER ON RED · STICKERS, TAPE CARET ALONE · WATERMARKS,

EMBOSSING

CLEAR SPACE

Keep a margin equal to the height of the caret (14 of the 32 units, so 44% of the

tile) on all four sides. Nothing sits inside that margin: no type, no rules, no photo

edges.

MINIMUM SIZE

16 px as a favicon, 24 px anywhere else on screen, 8 mm in print. Below that the

caret closes up and reads as a blob, so use the caret alone instead of the tile.

THEDRYTEXTCO.IN 01 LOGO

the corners are round. the mark is not.
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01 · RULES

What the mark
will and won’t do.

DO DON’T

FILES

Assets/Logo/mark-ink-on-paper.svg · mark-square.svg · mark-on-ink.svg

mark-on-red.svg · mark-caret-only.svg · mark-caret-only-ink.svg ·

favicon.svg

mark-1024.png · mark-2048.png · mark-4096.png · mark-square-2048.png

mark-on-ink-2048.png · mark-on-red-2048.png · mark-caret-only-2048.png

WHERE IT ALREADY LIVES

The browser tab of thedrytextco.in, the link preview image, and the profile

pictures. The website itself never shows the mark in the page: the name does that

job.

THEDRYTEXTCO.IN 01 LOGO

Put it on paper, ink or red, in the colours given.

Use the square version for profile pictures: Instagram, LinkedIn and WhatsApp

crop it to a circle themselves.

Use the SVG wherever the medium allows it, and the 2048 px PNG when it

does not.

Let it sit alone. It does not need the name next to it.

Emboss, deboss or foil the caret alone on paper goods.

Rotate it, flip it, or stand it on a point.×

Fill the caret or add a second stroke inside it.×

Recolour it outside the palette, including gradients.×

Add shadows, glows, bevels or outlines.×

Stretch the tile into a rectangle, or change the corner radius.×

Lay it over a photograph with detail behind the caret.×
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02 · THE NAME

Two versions of
the same name.
The name is set, not drawn. The marks on it are the logo doing its job in public.

EDITED · THE LANDING PAGE

DRY · EVERYWHERE ELSE

THEDRYTEXTCO.IN 02 WORDMARK
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02 · WHICH ONE, WHEN

The edited one has
to earn its space.

USE THE EDITED WORDMARK

● On our own surfaces.
The website hero, deck covers, the studio’s own posts, printed cards.

● When it is at least 120 px / 40 mm wide.
Below that the handwriting turns to mush.

● On paper or a pale ground.
Never on red: the marks disappear into it.

USE THE DRY WORDMARK

● In client work.
Proposals, invoices, contracts, email signatures, anywhere the joke would be

in the way.

● Next to other logos.
Co-branding, sponsor rows, partner pages.

● Small, or in one colour.
Stamps, embroidery, engraving, a single-colour print run.

CLEAR SPACE

A margin equal to the height of the capital T on all four sides. The circle around

“Co.” and the handwriting both sit inside the artwork already, so use the file’s own

edges, not the letters, when you measure.

MINIMUM SIZE

Edited: 120 px wide on screen, 40 mm in print. Dry: 90 px wide on screen, 30 mm

in print.

THEDRYTEXTCO.IN 02 WORDMARK

if it has to be explained, use the dry one.
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02 · HOW IT IS BUILT

The marks are
measured, not sketched.
PART HOW IT IS MADE

The name Newsreader, weight 500, optical size 72, letter-spacing −0.03em, all on one line.

“Dry” The same setting, in grey #77767A, so the struck word recedes before the eye reaches the strike.

The strike A rounded bar in red, 6% of the type size thick (never under 3 px), running 5% past the word at each end, tilted −4°, crossing at 55% of the line box.

“Cheesy” Kalam Bold in red at 0.56 of the type size, centred over the struck word, tilted −5°, sitting just above the cap line.

The circle One hand-drawn stroke, 2.4 units on a 120×70 grid, stretched to 128% of the width and 122% of the height of “Co.”, so the loop is wider than it is tall

and does not close cleanly.

On screen The strike draws in 0.52 s, the handwriting is revealed over 0.9 s, the circle is drawn last, 1.55 s in. In that order, always: the edit has to look like it is

happening.

FILES

Assets/Wordmark/wordmark-edited.svg · .pdf · -4000.png

wordmark-dry.svg · .pdf · -4000.png · wordmark-dry-paper.svg

The SVGs carry real outlines, so they open anywhere with no font installed. The

PDFs are vector and print-ready. The PNGs are 4000 px wide on transparent.

DON’T

Retype the name in another typeface, or in Newsreader at another weight.

Strike a different word, or circle a different one.

Stack it over two lines.

Put the edited version on red, on a photo, or in one colour.

THEDRYTEXTCO.IN 02 WORDMARK

××××
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03 · THE THREE

Paper, ink, and one red pen.
Everything else in the palette is support. These three carry the brand.

Paper

#FBFBF9 · rgb 251, 251, 249

The ground. Every page, every card, every deck starts

here. Not white: paper.

Ink

#16161A · rgb 22, 22, 26

All type, the rules, the buttons, the ID card bands. Reads

as black without being black.

Red pen

#D2232A · rgb 210, 35, 42

The edit. Margin notes, strike-throughs, circles, ticks, the

brand's one loud colour.

THE PROPORTION

Roughly 90 % paper, 9 % ink, 1 % red. The red is a pen, not a brand colour: it

appears as a line, a circle, a tick or a short handwritten note, and almost never as a

fill. If a layout has a red panel in it, something has gone wrong.

BACKGROUNDS

Paper is the ground for everything. White (Sheet) is used only for things that are on

the paper: cards, badges, the mail reader. Ink backgrounds are for small blocks,

never whole pages.

THEDRYTEXTCO.IN 03 COLOUR
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03 · THE REST

Nine more, each with one job.

Sheet

#FFFFFF · rgb 255, 255, 255

A sheet laid on the paper: cards, the outbox, the badges.

Ink light

#3A3A40 · rgb 58, 58, 64

Second-rank body text, captions inside cards.

Grey

#77767A · rgb 119, 118, 122

Labels, meta lines, struck-out words, anything the eye

should pass over.

Rule

#E6E4DE · rgb 230, 228, 222

Hairlines and borders. Never for text.

Margin pink

#F2B8B8 · rgb 242, 184, 184

The ruled margin line down the page, and the left rule on

quoted lines.

Highlighter

#FFE27A · rgb 255, 226, 122

Text selection and the occasional wash behind a note.

Never a fill for large areas.

Reader blue

#2F5BD3 · rgb 47, 91, 211

Only for what the visitor writes themselves: their own

margin notes, and focus rings on forms.

Newsprint

#F4F2EA · rgb 244, 242, 234

The newspaper-concept panel on the Work page.

Newsprint rule

#E0DCCC · rgb 224, 220, 204

Hairlines inside the newsprint panel.

THEDRYTEXTCO.IN 03 COLOUR
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03 · NUMBERS

Hex, RGB, CMYK, contrast.
COLOUR HEX RGB CMYK (START HERE) ON PAPER

Paper #FBFBF9 251, 251, 249 0 / 0 / 1 / 2 —

Ink #16161A 22, 22, 26 15 / 15 / 0 / 90 17.4:1

Red pen #D2232A 210, 35, 42 0 / 83 / 80 / 18 5.0:1

Sheet #FFFFFF 255, 255, 255 0 / 0 / 0 / 0 1.0:1

Ink light #3A3A40 58, 58, 64 9 / 9 / 0 / 75 10.9:1

Grey #77767A 119, 118, 122 2 / 3 / 0 / 52 4.4:1

Rule #E6E4DE 230, 228, 222 0 / 1 / 3 / 10 1.2:1

Margin pink #F2B8B8 242, 184, 184 0 / 24 / 24 / 5 1.6:1

Highlighter #FFE27A 255, 226, 122 0 / 11 / 52 / 0 1.2:1

Reader blue #2F5BD3 47, 91, 211 78 / 57 / 0 / 17 5.7:1

Newsprint #F4F2EA 244, 242, 234 0 / 1 / 4 / 4 1.1:1

Newsprint rule #E0DCCC 224, 220, 204 0 / 2 / 9 / 12 1.3:1

THEDRYTEXTCO.IN 03 COLOUR
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03 · READING THEM

What the numbers are for.

READING THE CONTRAST COLUMN

Ratio against Paper. Text needs 4.5:1 to be comfortable at body size, 3:1 at large

sizes. Ink (17.4:1) and Ink light (10.9:1) are safe for anything. Red (5.0:1) is fine for

the notes at 21 px and for headings, but never for small print. Grey (4.4:1) is for

labels only. Margin pink and Highlighter are not text colours at any size.

PRINT

The CMYK values are a starting point from the screen colours, not a proof. For

anything printed, hand the printer the HEX values and let them convert in the

profile for the stock. The red should be checked on press: it is a warm, slightly

orange red, and a cheap conversion turns it pink.

CLIENT COLOURS

A client’s logo always appears in the client’s own colours, with no box behind it and

no grey-out. Our palette never recolours someone else’s mark.

FILES

Assets/Colour/tokens.css · tokens.json

THEDRYTEXTCO.IN 03 COLOUR
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04 · THE FOUR

Four typefaces, four jobs.
Print serif for reading, a pen for the jokes, a mono for labels, and a Gujarati serif

that has the letters the others don’t.

The Dry Text Co.
THE VOICE · 400 REGULAR, 500 MEDIUM, 400 ITALIC. OPTICAL SIZE AXIS 6–72.

Newsreader

Headlines, body copy, the wordmark, anything that is being read

rather than labelled.

A variable serif with an optical-size axis: at big sizes the letters get

finer and tighter, which is why the name looks printed rather than

typed. Set headlines at weight 500 with letter-spacing −0.02em to

−0.03em.

written for a reply, not for approval.
THE PEN · 400 REGULAR, 700 BOLD. BOLD IS THE ONE WE USE.

Kalam

Margin notes, the word “Cheesy” in the wordmark, the to-do list, the

buttons that pretend to be handwritten.

Always red, always short, always slightly off-axis: notes sit at −1.5°.

Never set more than two lines of it, and never use it for anything a

client has to read carefully.

THEDRYTEXTCO.IN 04 TYPE
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04 · THE FOUR

The label and the Gujarati.

DRY TEXT #14 · TO THE SOULED STORE

THE LABEL · 400 REGULAR, 500 MEDIUM.

JetBrains Mono

Eyebrows, ID card lines, counts, buttons, dates, anything that behaves

like a stamp or a form field.

Uppercase with 0.08em to 0.14em letter-spacing for labels. Lower

case, no tracking, for buttons and counts.

પૉસાની પરબ

GUJARATI · 400 REGULAR, 500 MEDIUM.

Noto Serif Gujarati

Every word of Gujarati, on the site and in client work.

Newsreader has no Gujarati letters, so Gujarati never gets set in it.

Line-height 1.6, because the marks above and below need the room.

THEDRYTEXTCO.IN 04 TYPE
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04 · SPECIMEN

Newsreader, at the
sizes that matter.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

1234567890 & ? ! — “ ” ‘ ’ · @ #

Italic is for titles of things and the occasional aside.

PAGE TITLE · 92PX

Meet the team.
LEDE · 28PX

Written in Ahmedabad. Read anywhere.

BODY · 19PX

If a sentence can lose a word, it will. Shorter is almost

always truer, and the second version is usually the

one worth sending.

THEDRYTEXTCO.IN 04 TYPE
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04 · THE SCALE

Sizes, leading, tracking.

ROLE FACE SIZE LEADING TRACKING NOTES

Page title Newsreader 500 clamp(46px, 7vw, 92px) 1.0 −0.03em One per page.

The name Newsreader 500 clamp(34px, 12.6cqi, 104px) 1.0 −0.03em The wordmark in the hero. Sized against its

container, not the screen.

Section heading Newsreader 500 clamp(32px, 4.2vw, 52px) 1.05 −0.02em Sentence case, ends with a full stop.

Statement Newsreader 400 clamp(24px, 2.9vw, 36px) 1.3 −0.01em The who-we-are paragraph. Max 30 characters

per line.

Lede Newsreader 400 clamp(22px, 2.4vw, 28px) 1.35 0 Under a page title. Max 34 characters per line.

Body Newsreader 400 19px, or clamp(20px, 2vw, 23px) for long reads 1.55 0 Max 60 characters per line.

Margin note Kalam 700 21px (19px in tight places) 1.25 0 Red. Rotated −1.5°. Two lines maximum.

Eyebrow JetBrains Mono 400 12px 1.2 0.12em Uppercase, grey, sits above a heading.

Label / ID line JetBrains Mono 400 10–11px 1.4 0.08–0.12em Uppercase. Department tags, counts, badge

lines.

Button JetBrains Mono 400 14px 1.0 0.02em Says exactly what happens next.

clamp() reads as: smallest on a phone, largest on a desktop, sliding with the screen in between. Keep the same three numbers if you rebuild any of this elsewhere.

THEDRYTEXTCO.IN 04 TYPE

one size bigger is rarely the fix. one word shorter usually is.
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04 · USING THEM

On the web, in a
deck, at a printer.

ON THE WEB

<link rel="preconnect" href="https://fonts.googleapis.com">

<link rel="preconnect" href="https://fonts.gstatic.com" crossorigin>

<link rel="stylesheet" href="https://fonts.googleapis.com/css2?

family=Newsreader:ital,opsz,wght@0,6..72,400;0,6..72,500;1,6..72,400&famil

y=Kalam:wght@400;700&family=JetBrains+Mono:wght@400;500&family=Noto+Serif+

Gujarati:wght@400;500&display=swap">

Fallbacks, in order: Georgia and Times New Roman for Newsreader; Segoe Print

and Bradley Hand for Kalam; the system mono for JetBrains Mono; Shruti for

Gujarati.

OFFLINE

The four families sit in Assets/Fonts as variable TrueType files, with their SIL

Open Font Licence next to them. Install them, use them in Word, Canva, Figma or

InDesign, embed them in a PDF, send them to a printer. Keep the licence file with

the fonts if you pass them on, and don’t sell the fonts themselves.

RULES THAT MATTER MORE THAN THE SIZES

1 Never set body copy in Kalam. It is a pen, not a typeface for reading.

2 Mono is for labels, numbers and buttons. Not for sentences.

3 Gujarati is always Noto Serif Gujarati. Never let it fall back.

4 Headlines are sentence case and end with a full stop. Not title case.

THEDRYTEXTCO.IN 04 TYPE
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05 · THE IDEA

A draft, edited in public.
The brand is a piece of writing with the editing left visible. Everything follows from

that.

1 If a sentence can lose a word, it will.
Cut it before the client does. Shorter is almost always truer.

2 Funny is a tool, not a costume.
The joke has to carry information. If it only decorates, it goes.

3 The brief is half the writing.
Ask the awkward question early. It is cheaper than a rewrite.

4 Write for a reply, not for approval.
Every piece should make the next step obvious and easy to take.

5 The black layer has to work alone.
Jokes live in the red layer. Take the red away and the meaning must survive: that is what

Dry mode proves.

THE DIAL

Cheek is set at 3 out of 5. Dry, deadpan, quietly rude about the

industry, never zany, never a pun for the sake of it. The tone a good

editor uses in the margin: honest, a bit tired, on your side.

THE TWO LAYERS

Black type carries the meaning. Red carries the opinion. A reader who

only reads the black gets the full story; a reader who reads both gets

the company. Dry mode on the website is the test: switch it on, every

red mark disappears, and nothing stops making sense.

THEDRYTEXTCO.IN 05 VOICE

if the joke is load-bearing, it isn’t a joke. it’s a bug.
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05 · HABITS

How the sentences behave.

RULES OF THUMB

● Headlines are sentence case and end with a full stop. They are statements,

not labels.

● Margin notes are lower case, under twelve words, and never contain the

offer.

● Buttons say what happens: See the work, Hire the pen, Next mail.

● Numbers are written as numerals when they are facts (27 cold mails), as

words when they are rhetoric (four people).

● No exclamation marks. The joke has to survive a full stop.

● Indian English, spelled British: colour, organise, programme.

● Say the price question plainly: priced per project, once we understand it.

WORDS WE DON’T USE

synergy

leverage (as a verb)

passionate about

we’re excited to announce

revert back

kindly do the needful

unlock your potential

curated

game-changing

in today’s fast-paced world

solutions provider

“!” at the end of a sentence

Not because they are banned words, but because every one of them is a sentence

that has stopped trying. If one turns up in a draft, there is a better, shorter, truer

line underneath it.

THEDRYTEXTCO.IN 05 VOICE



THE DRY TEXT CO. · BRAND KIT 05 VOICE

05 · READY-MADE

Copy you can paste.

25 WORDS

The Dry Text Co. is a content, marketing, advertising, branding and website agency from

Ahmedabad, writing for brands that would rather be read than skimmed.

50 WORDS

The Dry Text Co. is a creative agency from Ahmedabad. We write the words brands get judged

by, and build the websites those words live on: brand copy, social, long-form, advertising and

strategy. Four people, one red pen, and a habit of cutting every sentence that can lose a word.

100 WORDS

The Dry Text Co. is a content, marketing, advertising, branding and website agency from

Ahmedabad, working with brands anywhere in the world. We write the words a brand gets

judged by, and design and build the websites those words live on. That covers brand and web

copy, social and marketing, advertising, long-form and content strategy. The work is done by

four people, not a queue, so you always talk to the person actually writing it. We price per

project, once we understand it. And we keep a red pen on everything, including our own drafts,

because the second version is usually the one worth sending.

TAGLINES

Don’t go by the name, cuz we cheesy.

The house line. Use it where the audience already knows the name.

A content-writing agency from Ahmedabad, for
brands anywhere in the world that would rather
be read than skimmed.

The explaining line. Use it first, everywhere else.

CONTACT BLOCK

thedrytextco.in

info@thedrytextco.in

+91 70162 27880

instagram.com/thedrytextco

linkedin.com/company/the-dry-text-co

THEDRYTEXTCO.IN 05 VOICE

read it out loud. if you run out of breath, cut it.
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06 · THE PAGE

A notebook with a margin.
Paper down the middle, a red rule, and the notes written in the margin beside it.

LAYOUT

Page width max 1240px

Side padding clamp(20px, 5vw, 64px)

Margin column clamp(200px, 22vw, 280px)

Column gap clamp(32px, 4.5vw, 64px)

The margin rule 1px, Margin pink, full height

Corner radius 4px buttons · 8px cards · 12px badges

Hairlines 1px Rule · 3px Ink under section heads

Phone one column under 760px; the margin notes fold in under the text

THE CURSORS

A pencil everywhere, its eraser end over anything crossed out, a red

pen over the hire links. 32×32, hotspot at the tip. They are part of the

joke: the visitor is holding the pen too.

THEDRYTEXTCO.IN 06 INTERFACE AND MOTION
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06 · PARTS

The pieces the
pages are built from.

PART HOW IT IS MADE WHERE IT GOES

Button Ink fill, paper text, JetBrains Mono 14px, 17px / 22px padding, 4px radius. Primary actions. One per view.

Ghost button Same size, paper fill, 1px ink border. Secondary actions: Previous,

Back.

Pen link Kalam 700 red, wavy red underline 1.5px, 7px offset. The playful action: “Hire the

pen”.

Margin note Kalam 700 red 21px, rotated −1.5°, in the right-hand margin column. Our commentary. Never load-

bearing information.

Reader note The same slot, in Reader blue, with a dotted rule under it. What a visitor writes on our

page. Stored in their browser,

never ours.

Staff badge Sheet card, ink band, square photo, serif role, mono ID line, department tag, barcode. The team. Real job in the tag,

joke in the title.

Index and reader A list of pieces on the left, the piece itself on the right, arrow keys to move. Any chapter with more than

five pieces.

Client logo The client’s own colours, no box, no grey-out, sized by visual weight rather than height. Proof, not decoration.

THEDRYTEXTCO.IN 06 INTERFACE AND MOTION

a card is a card. not everything is a card.
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06 · MOVEMENT

Nothing moves unless
it is showing an edit.
WHAT DURATION EASING HOW IT READS

The strike 0.52s cubic-bezier(.65, 0, .35, 1) A line drawn left to right through a word, as if by hand.

The write-in 0.9s, 0.6s after the strike cubic-bezier(.2, .7, .2, 1) The pen word appears left to right, revealed through a clip, never

faded in.

The circle 0.7s, 1.55s in cubic-bezier(.65, 0, .35, 1) Drawn as one stroke around the word, slightly overshooting

where it started.

Page change 150ms out, 420ms in, 560ms title reveal cubic-bezier(.2, .7, .2, 1) The open page lifts and drops away, the next slides up, its

heading is wiped in.

Note inking 0.55s ease Margin notes fade and rise 6px as they scroll into view.

Client ticker 40s, endless linear Logos move left to right. Pauses on hover.

Dry mode measured, then glided cubic-bezier(.2, .7, .2, 1) Jokes evaporate, then everything left glides to its new position.

Nothing jumps.

THE RULE

Every animation on the site is a hand doing something: striking, writing, circling,

ticking, turning a page. There is no sliding in for the sake of it, no parallax, no fade-

ups on scroll except the notes inking in. If a movement cannot be explained as a

pen or a page, it does not belong.

RESPECTING PEOPLE WHO DON’T WANT IT

When a visitor has reduced motion turned on, every animation is switched off and

everything appears in its final state. The opening sequence is skipped entirely.

Nothing is lost: the site is written to work still.

THEDRYTEXTCO.IN 06 INTERFACE AND MOTION
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06 · DRY MODE

The whole brand, with
the jokes removed.

What it is. A switch in the top bar. On, and every red mark, handwritten note,

strike-through and joke heading evaporates; the layout then glides to close the

gaps, holding the line the reader was on. What is left is the same site, said plainly.

Why it exists. Some people arrive in a hurry, and some arrive to check whether a

funny agency can be serious. It answers both without an argument. It is also the

test every new piece of copy has to pass.

Building new sections. Anything that is a joke gets marked as such so it can leave.

Anything a client needs (a service, a price, a fact, a client’s name) never carries a

joke as its only wording. A visitor’s own notes stay in both modes: they are not ours

to switch off.

ACCESSIBILITY, KEPT

● Focus ring: 2px red, 3px offset, on everything reachable by keyboard.

● The chapters and the mail readers work with arrow keys.

● Every photograph and logo has a text description.

● Colour is never the only signal: a strike-through is also grey, a current item is

also underlined.

● Reduced motion is honoured everywhere, including the opening.

META AND SHARING

Tab title · The Dry Text Co. | Content, marketing,

advertising, branding and websites from Ahmedabad

Favicon · the caret, paper tile

Link preview · og-image.png, 1200×630

THEDRYTEXTCO.IN 06 INTERFACE AND MOTION

dry mode on. the jokes have left the building.


